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INTRODUCTION AND STATEMENT OF THE PROBLEM 
The Internet has diffused rapidly in China. According to the China Internet 
Network Information Center (CNNIC, 2003), the number of Chinese Internet users has 
reached 79.5 million by 2003, the second largest in the world. Among these users, 70 
percent are under the age of 35. For these young Chinese, the Internet has become the 
medium of choice. Such a close relationship with the online media has brought 
tremendous changes in young people's communication behaviors. For them, the Bulletin 
Board System or BBS has emerged as one of the most popular computer applications. A 
survey done by the Chinese Academy of Social Sciences (2000) shows that they 
constitute 62 percent of Internet users in China's five big cities: Beijing, Shanghai, 
Guangzhou, Chengdu and Changsha. 
Although the BBS pre-dates the Internet, it is currently based on the Internet. This 
study focuses on these Internet-based BBS. 
HyperDictionary.com (2004) defines a bulletin board system as 
A computer and associated software which typically provides an electronic 
message database where people can log in and leave messages. Messages are 
typically split into topic groups similar to the newsgroups on Usenet (which is 
like a distributed BBS). Any user may submit or read any message in these 
public areas. 
The history of the Bulletin Board System (BBS) can be traced back to the late 
1970s when Ward Christensen and Randy Suess developed the computerized bulletin 
board system (CBBS) in Chicago. It was the first electronic message-posting network 
(The Moschovitis Group, 1999). Originally, however, the BBS was only used to put up 
information similar to what can be found in today's share-list. Even without the ability to 
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transfer files, the early BBS played the same role as call-boards in many schools. The 
only difference was that the BBS provided an electronic space. 
The original BBS used a special software and dial-up connection. Early on, one 
could be connected with the BBS using only one phone line; another user could only 
enter the BBS after the former disconnects from it. Just as in dialing the hotline of radio 
programs, it was very difficult for users to be connected this way. The BBS then evolved 
into what we now know as TELNET (Telecommunication Network), a system which 
makes multiple connections possible. Through this protocol, users can connect first with 
the Internet before they log onto the BBS, making it more convenient for multiple users to 
visit the BBS simultaneously. With the development of the Internet and the World Wide 
Web (WWW), developers were able to successfully place the BBS on public computers 
into personal ones. In addition, many Internet service providers (ISPs) also allow access 
to the BBS through web, using a browser. With these developments and advancements, 
the BBS gained popularity all over the world since the mid 1990s (The Moschovitis 
Group, 1999). 
The BBS has many functions. After logging onto a BBS, users can chat with one 
or more persons privately; they can also open broad and well-regulated discussions in 
public. Indeed, there are a number of topic groups in a BBS where users can post or 
cross-post articles, reply to others' messages, or write programs. In addition, the BBS is a 
huge information warehouse. Users can get all kinds of information such as news, 
weather, and entertainment at any place any time. 
With the advent of the BBS, a personal computer can become a mediated 
"interpersonal" computer, providing hubs of communication activity (Kuehn, 1993). 
Marshall McLuhan (1964) believed that the new electronic media have created a new 
world in which time and space had disappeared. Indeed, the BBS allows not only the 
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efficient transfer of information but also the ability to communicate with others anytime, 
anywhere. 
China set up its first BBS station in 1991. Its adoption was been slow until 1995, 
when more people were gradually exposed to the BBS following a steep decline in 
computer prices. BBS usage grew significantly thereafter. Chinese BBS sites now offer 
more and more services. Besides providing file retrieval and software downloading 
functions, they allow users to share and exchange information, express their opinions, 
correspond through electronic mail, chat online, upload articles, or even conduct business 
transactions. Some BBS sites are devoted to specific interests; others are focused on more 
general areas involving current affairs, literature and arts, fashion and entertainment. 
Today, a little more than 14.9 million Chinese frequently use the BBS (CNNIC, 
2004). Undoubtedly, the BBS has become an important channel through which people 
interact in China. For them, and especially for the younger segments of the society, the 
BBS is both a novel channel to get information and a revolutionary way to express their 
opinions. 
Need for Research 
Despite the popularity of the BBS system in the country, there are relatively few 
empirical studies that examine the impact of the BBS on society and why young people 
are attracted to this online service. 
Today, the mass media tend to satisfy the needs of audiences rather than direct 
them. The media consumer is no longer a passive receiver of information, but is instead, 
an active participant in the exchange of messages (Angleman, 2000). Such a tendency is 
most evident in how people use new media and specialized services such as the BBS. 
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This study applies the uses and gratifications theory (U&G) to investigate the 
intended uses of the BBS and the expected and latent gratifications users derive from it. 
Specifically, the study asks: (1) What motivates users to use the BBS? (2) How do they 
use the BBS? (3) What gratifications do they get by using the BBS? 
The findings of this study will help advance BBS development and diffusion in 
China as a way to further promote Internet use and computer literacy in the country. 
In addition, because young people are the predominant consumers of the Internet 
in China, understanding why they are attracted to the BBS, as well as what they do while 
they are on the BBS, can promote formal and informal communication. Such information 
will be useful in developing better and pertinent Internet service beneficial to Chinese 
youth. The study also provides insights as to how the BBS can be modified to serve a 
more economically and demographically diverse audience. 
The BBS has been used to establish and maintain personal relationships, for 
socialization, and leisure activities online. Examining individual motivations for BBS use 




Chapter 1 discussed the origins and application of the BBS within the area of 
computer-mediated communication (CMC) and its development in China. This chapter 
provides a detailed overview of the uses and gratifications theory, the theoretical 
foundation of this study, and previous communication research efforts related to the BBS. 
The first part of the chapter introduces the theoretical framework. The second part 
discusses a pertinent related theoretical formulation, the media dependency theory, and its 
intersection with uses and gratifications. The third part of the chapter explores what 
researchers have discovered about the impact of the Internet in general and the BBS in 
particular on audiences. The third part of the chapter outlines the study's research 
questions and hypotheses. 
The Uses and Gratifications Theory 
In order to examine the reasons why the BBS has evolved into an important 
communication medium in China, the uses and gratifications theory is applied in this 
study. The uses and gratifications theory suggests that audience members know media 
content, and which media they can use to meet their needs. It differs from other 
theoretical perspectives in that it regards audiences as active media users as opposed to 
passive receivers of information. In contrast to traditional media effects theories which 
focus on "what media do to people," the uses and gratifications theory is more concerned 
with "what people do with media" (Katz, 1959). In the mass communication process, it 
puts the function of linking need gratifications and media choice clearly on the side of 
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audience members. Uses and gratifications theory also postulates that the media compete 
with other information sources for audience's need satisfaction (Katz et al., 1974). As 
traditional mass media and new media continue to provide people with a wide range of 
media platforms and content, the uses and gratifications theory is considered one of the 
most appropriate perspectives for investigating why audiences choose to be exposed to 
different media channels (LaRose el al., 2001). 
The theory emphasizes audiences' choice by assessing their reasons for using a 
certain media to the disregard of others, as well as the various gratifications obtained 
from the media, based on individual social and psychological requirements (Severin and 
Tankard, 1997). It provides a framework for understanding the processes by which media 
participants seek information or content selectively, commensurate with their needs and 
interests (Katz et al., 1974). Audience members then incorporate the content to fulfill 
their needs or to satisfy their interests (Lowery and DeFleur, 1983). 
McQuail (2002) listed the four basic assumptions of the uses and gratifications 
approach: 
"l. Media and content choice is generally rational and directed towards certain specific 
goals and satisfactions. Thus the audience is active and audience formation can be 
logically explained. 
2. Audience members are conscious of the media-related needs which arise in personal 
(individual) and social (shared) circumstances and can voice these in terms of 
motivations. 
3. Broadly speaking, personal utility is a more significant determinant of audience 
formation than aesthetic or cultural factors. 
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4. All of the relevant factors for audience formation (motives, perceived or obtained 
satisfactions, media choices, background variables) can, in principle, be measured" 
(McQuail, 2002, p. 387-388). 
Katz, Blumler, and Gurevitch (1974) described the process of media selection as 
being concerned with: "(1) the social and the psychological origins of (2) needs which 
generate (3) expectations of (4) the mass media or other sources which lead to (5) 
differential exposure (or engaging in other activities), resulting in (6) need gratification 
and (7) other consequences, perhaps mostly unintended ones" (p. 20). These dimensions 
of uses and gratifications assume an active audience making motivated choices. 
McQuail (1994) added another dimension to this definition. He states: 
Personal social circumstances and psychological dispositions together 
influence both . . . general habits of media use and also . . . beliefs and 
expectations about the benefits offered by the media, which shape ... specific 
acts of media choice and consumption, followed by . .. assessments of the 
value of the experience (with consequences for further media use) and, 
possibly ... applications of benefits acquired in other areas of experience and 
social activity (p. 235). 
This expanded explanation accounts for a variety of individual needs, and helps to explain 
variations in media sought for different gratifications. 
Theoretical bases for motivations and gratifications 
The uses and gratifications theory emphasizes motives and the self-perceived 
needs of audience members. Basic needs, social situation, and the individual's 
background, such as experience, interests, and education, affect people's ideas about what 
they want from media and which media best meet their needs. That is, audience members 
are aware of and can state their own motives and gratifications for using different media. 
McQuail, Blumler, and Brown (1972) proposed a model of "media-person 
interactions" to classify four important media gratifications: (1) Diversion: escape from 
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routine or problems; emotional release; (2) Personal relationships: companionship; social 
utility; (3) Personal identity: self reference; reality exploration; value reinforces; and (4) 
Surveillance (forms of information seeking). 
A more psychological version of the theory of audience motivation was suggested 
by McGuire (1974), based on a general theory of human needs. He distinguished between 
two types of needs: cognitive and affective. Then he added three dimensions: "active" 
versus "passive" initiation, "external" versus "internal" goal orientation, and emotion 
stability of "growth" and "preservation." When charted, these factors yield 16 different 
types of motivations which apply to media use (Figure 1). 
Gratifications sought (GS) and gratifications obtained (GO) 
The personal motivations for media use also suggest that the media offer 
gratifications which are expected by audiences. These gratifications can be thought of as 
experienced psychological effects which are valued by individuals. Palmgreen and 
Rayburn (1985) thus proposed a model of the gratifications sought (GS) and gratifications 
obtained (GO) process shown in Figure 2. 
Initiation Active Passive 
Orientation 
Mode Stability Internal External Internal External 
Preservatio,n Consistency Attributi(>n Categorization Objectification 
Cognitive Growth Autonomy Stimulation Teleological Utilitarian 
Preservation Tension- Etpte.ssive Ego"Defensive Reinforcement 
Affective Reduction 
Growth Assertion Affiliation Identification Modeling 





x sought(CS) ~ Media gratifications 
use obtained(GO) 
Eualuations +-----
Figure 2. An expectance-value model of media gratifications sought and obtained 
(Palmgreen and Rayburn, 1985). 
The model distinguishes between GS and GO. Thus, where GO is noticeably 
higher than GS, we are likely to be dealing with situations of high audience satisfaction 
and high ratings of appreciation and attention (McQuail, 2002). 
To investigate the relationship between GS and GO, Palmgreen et al. (1980) 
conducted a study of gratifications sought and obtained from the most popular television 
news programs. The results indicated that, on the one hand, each GS correlated either 
moderately or strongly with its corresponding GO; on the other hand, the researchers 
found that the gratifications audiences reportedly seek are not always the same as the 
gratifications they obtain (Palmgreen et al, 1980). A later study conducted by Wenner 
(1982) further showed that audiences may obtain different levels of gratifications from 
what they seek when they are exposed to evening news programs. 
Media Dependency Theory 
Media dependency theory, also known as media system dependency theory, has 
been explored as an extension of or an addition to the uses and gratifications approach, 
though there is a subtle difference between the two theories. That is, media dependency 
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looks at audience goals as the origin of the dependency while the uses and gratifications 
approach emphasizes audience needs (Grant et al., 1998). Both, however, are in 
agreement that media use can lead to media dependency. Moreover, some uses and 
gratifications studies have discussed media use as being goal directed (Palmgreen, 
Wenner & Rosengren. 1985; Rubin, 1993; Parker and Plank, 2000). 
Media dependency theory states that the more dependent an individual is on the 
media for having his or her needs fulfilled, the more important the media will be to that 
person. DeFleur and Ball-Rokeach (1976) described dependency as the correlating 
relationship between media content, the nature of society, and the behavior of audiences. 
It examines both macro and micro factors influencing motives, information-seeking 
strategies, media and functional alternative use, and dependency on certain media (Rubin 
and Windahl, 1982). 
As DeFleur and Ball-Rokeach (1989) suggested, active selectors' use of the media 
to achieve their goals will result in being dependent on the media. Littlejohn (2002) also 
explained that people will become more dependent on media that meet a number of their 
needs than on media that provide only a few ones. "If a person finds a medium that 
provides them with several functions that are central to their desires, they will be more 
inclined to continue to use that particular medium in the future" (Rossi, 2002). 
The intensity of media dependency depends on how much people perceive that the 
media they choose are meeting their goals. These goals were categorized by DeFleur and 
Ball-Rokeach (1989) into three dimensions which cover a wide range of individual 
objectives: (1) social and self understanding (e.g., learning about oneself, knowing about 
the world); (2) interaction and action orientation (e.g., deciding what to buy, getting hints 
on how to handle news or difficult situation, etc.); (3) social and solitary play (e.g., 
relaxing when alone, going to a movie with family or friends). DeFleur and Ball-Rokeach 
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(1989) also suggested that more than one kind of goal can be activated (and satisfied) by 
the same medium. 
Dependency on a specific medium is influenced by the number of media sources 
available to an individual. Individuals should become more dependent on available media 
if their access to media alternatives is limited. The more alternatives there are for an 
individual, the lesser is the dependency on and influence of a specific medium (Sun et al., 
1999). 
Studies Exploring Uses and Gratifications and the Internet 
The uses and gratifications theory has been widely used, and also is better suited, 
for studies of Internet use. The theory is based on the axiom that audience members are 
active information seekers as stated in Chapter 1. In the BBS environment, users are even 
more actively engaged communication participants, compared to other traditional media 
(Ruggiero, 2000). The theory also suggests that people consciously choose the medium 
that could satisfy their needs and that audiences are able to recognize their reasons for 
making media choices (Katz et al., 1974). Some surveys have shown that users have little 
trouble verbalizing their needs when using the Internet (Eighmey & McCord, 1997; Lillie, 
1997; Nortey, 1998; Piirto, 1993; Ryan, 1995). Katz et al. (1974) argued that available 
media choice compete to satisfy individual needs. Thus, the BBS competes not only with 
traditional media, but with other options on the Internet as well. There is also competition 
even among the many BBS stations for audiences' attention and use. 
Although the BBS differs from other media, it shares some similarities with them. 
For example, Rafeali (1986) found that the bulletin board serves a large audience because 
it can handle a diverse set of topics, thereby serving as a mass medium in and of itself. 
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Like most media channels, the BBS fulfills basic audience needs following McQuail' s 
(1987) classification of the following common reasons for media use: 
Information 
• finding out about relevant events and conditions in immediate 
surroundings, society and the world 
• seeking advice on practical matters or opinion and decision 
choices 
• satisfying curiosity and general interest 
• learning; self-education 
• gaining a sense of security through knowledge 
Personal Identity 
• finding reinforcement for personal values 
• finding models of behavior 
• identifying with valued others (in the media) 
• gaining insight into oneself 
Integration and Social Interaction 
• gaining insight into the circumstances of others; social 
empathy 
• identifying with others and gaining a sense of belonging 
• finding a basis for conversation and social interaction 
• having a substitute for real-life companionship 
• helping to carry out social roles 
• enabling one to connect with family, friends and society 
Entertainment 
• escaping, or being diverted, from problems 
• relaxing 
• getting intrinsic cultural or aesthetic enjoyment 
• filling time 
• emotional release 
• sexual arousal (p. 73) 
Despite the robustness of this list, history has shown that new media often create 
new gratifications and new motivations among various audience groups (Angleman, 
2000). These new dimensions of users' motivations and gratifications need to be 
identified and satisfied. 
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Although motivations for Internet use may vary among individuals, situations, and 
media vehicles, most uses and gratifications studies explore them based on some or all of 
the following dimensions: relaxation, companionship, habit, passing time, entertainment, 
social interaction, information/surveillance, arousal, and escape (Lin, 1999). 
Examining how and why students use a university computer bulletin board, 
Rafeali (1986) found that users seldom skip the factual or informative messages, which 
indicates their strong interest in messages of this type. Maddox (1998) also suggested that 
the most important reason why people use the Internet is to gather various kinds of 
information. Lin (2001) found similar results when she examined online services adoption. 
She found that online services are perceived primarily as information-laden media, and 
that audiences who need to create more outlets for information reception are the ones 
most likely to adopt online services (Lin, 2001). 
Internet use is also linked to a series of instrumental as well as entertainment-
oriented gratifications (Lin, 1996). Some scholars ranked diversion/entertainment as more 
important than exchanging information in triggering media use (Schlinger, 1979; 
Yankelovich Partners, 1995). Rafeali (1986) found that the primary motivation of bulletin 
board users are recreation, entertainment, and diversion, followed by learning what others 
think about controversial issues by communicating with people who matter in a 
community. Entertainment content appears to satisfy users' needs for escapism, 
hedonistic pleasure, aesthetic enjoyment, or emotional release (McQuail, 1994). 
Providing entertainment, therefore, can motivate audiences to use the media more often 
(Luo, 2002). 
Examining the Internet as a source of political information, Johnson and Kaye 
(1998) found that people use the web primarily for surveillance and voter guidance and 
secondarily for entertainment, social utility and excitement. In a study of the web as an 
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alternative to television viewing, Ferguson and Perse (2000) found four main motivations 
for Internet use: entertainment, passing time, relaxation/escape and social information. 
The Internet combines elements of both mass and interpersonal communication. 
The distinct characteristics of the Internet lead to additional dimensions in terms of the 
uses and gratifications approach. For example, "learning" and "socialization" are 
suggested as important motivations for BBS use (James et al., 1995). "Personal 
involvement" and "continuing relationships" were also identified as new motivation 
aspects by Eighmey and McCord (1998) when they investigated audience reactions to 
websites. The potential for personal control and power is also embedded in Internet use. 
Pavlik (1996) noted that online, people are empowered to act, communicate, or 
participate in the broader society and political process. This type of use may lead to 
increased self-esteem, self-efficacy, and political awareness (Lillie, 1997). 
Heightened interactions were also suggested as motivations for using the Internet. 
Kuehn (1994) called attention to this interactive capability of the Internet through 
discussion groups, e-mail, direct ordering, and links to more information (Schumann & 
Thorson, 1999; Ko, 2002). As such, Lin (2001) suggested that online services should be 
fashioned to satisfy people's need for useful information as well as social interaction 
opportunities. 
Group support is another important reason for using the Internet. The Internet can 
provide a relatively safe venue to exchange information, give support, and serve as a 
meeting place without fear of persecution (Tossberg, 2000). It provides an accessible 
environment where individuals can easily find others who share similar interests and 
goals. As part of a group, they are able to voice opinions and concerns in a supportive 
environment (Korenman & Wyatt, 1996). 
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Other studies identified anonymity as one of the reasons why people go online. 
According to McKenna et al. (2000), people use the security of online anonymity to 
develop healthy friendships and gratify their need to socialize. Those who play massively 
multiplayer online role-playing games (MMORPGs) report that anonymity reduces their 
self-awareness and motivates their behaviors in game playing (Foo & Koivisto, 2004). 
Another survey done by Choi and Haque (2002) also found anonymity as a new 
motivation factor for Internet use. Some also suggested that the Internet offer democratic 
communication to anonymous participants in virtual communities such as the BBS and 
chat rooms. Ryan (1995) indicated that anonymity motivates users to speak more freely 
on the Internet than they would in real life. With small fear of social punishment and 
recrimination, minority groups can equally participate in the communication process 
provided the technology is universally available (Braina, 2001). 
Chinese Internet and BBS Use 
There is still a dearth of studies that explore the uses and gratifications of Chinese 
people with respect to Internet use, although some have focused on how the Internet 
provides the Chinese with a possible outlet for democratic expression and discourse. 
It is well known that there is strict media censorship in China. However, 
"restrictions on the Internet are less effective than those who impose them assume" 
(Zhang & Woesler, 2002, p. 136). A cursory examination of BBS content in the country 
suggests that most Chinese BBS stations are focused on political and social events. As 
such, there is some indication that Internet use in China is less encumbered by 
government restrictions, though some regulations aimed at controlling the Internet 
content have been imposed. 
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A survey conducted by the Chinese Academy of Social Sciences (CASS, 2003) 
revealed that most Internet users and non-users in China believe that the Internet provides 
greater access to political information and more opportunities for expression (CASS, 
2003). Although the government is concerned with the Internet's potential to create 
instability and political trouble, it also sees the Internet as an indispensable tool for 
economic growth and modernization, and is actively encouraging Internet development 
on a number of fronts (CASS, 2003). 
Moreover, Yang (2001) observed that politics is no longer "in command" but 
rather is part and parcel of everyday discourse on the web. The Internet has become part 
of the public sphere by allowing ordinary citizens to participate in political discussion and 
by helping to redefine the nature of Chinese society, especially citizens' relationships 
with the state. 
Research Questions and Hypotheses 
Considering the foregoing literature, this study asks: 
Research Question 1: What gratifications do BBS users seek most? 
Research Question 2: What gratifications are obtained most from using the BBS? 
Research Question 3: Is there a relationship between the motivation for BBS use and the 
corresponding gratification derived from BBS use? 
Research Question 4: Are there differences between the motivation for BBS use and the 
corresponding gratification derived from BBS use? 
The study also aims to test the following hypotheses: 
Hypothesis 1: BBS users' motivations will influence their BBS dependency level. That is, 
the more people are motivated to use BBS, the more they will depend on it. 
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Hypothesis 2: The gratifications obtained from BBS use will influence the users' BBS 
dependency level. That is, the more people are satisfied by the BBS, the more they will 




This chapter explains the methods used to test the hypotheses and answer the 
research questions of this study. 
Research Design 
An online survey was conducted to gather data from Chinese BBS users. The 
questionnaire was placed on a web page and each potential respondent received an e-mail 
explaining the purpose of the study and inviting them to participate in the survey. The 
respondents were directed to a web address where they were asked to answer questions 
and submit their completed questionnaires. 
The questionnaire was pre-tested on twelve Chinese students at Iowa State 
University. First, they were asked to complete the questionnaire. Afterwards, they were 
interviewed to generate ideas for questionnaire design. The pre-test respondents were 
asked if and how they use the BBS, what motivates them to use the BBS, and what 
gratifications they derive from BBS use. Each interview lasted more than 20 minutes, 
which allowed for a full discussion and description of their personal experiences with the 
BBS. 
Sampling 
According to the China Internet Network Information Center (CNNIC, 2004), 70 
percent of Chinese Internet users are young people under the age of 35. In addition, the 
survey shows that the biggest group of Internet users is college and graduate students. 
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Another survey conducted by the Chinese Academy of Social Sciences (2000) shows that 
Internet use is affected by political, economic, cultural and geographic factors. A 
stratified random sample thus was used to arrive at this study's respondents. By sampling 
college and graduate students in universities in Beijing and Shanghai, this study 
attempted to ensure that the sample was . drawn from a population that has similar 
characteristics. 
Beijing is the accepted political and cultural center of China, and Shanghai is 
considered as the country's economic capital. As such, these two cities were the target 
geographic locations of this study. 
The population of this study included undergraduate and graduate students in 
Beijing and Shanghai. According to the new rankings of Chinese universities (Research 
Center for China Science Evaluation, 2004), the top two Chinese universities - Beijing 
University (Beijing) and Fudan University (Shanghai) were selected. 
From each university, 500 students' email addresses were obtained. Specifically, a 
list of 500 students' e-mail addresses was obtained from the student association of Beijing 
University after the project was approved by the Institutional Research Board (IRB). The 
researcher emailed a request to the student association and received a file with 500 
student emails. The email system in Fudan University uses a special rule of assigning 
user-names to the students which enables 500 random samples. The rule is: every student 
has a seven-digit user-name. The first two digits denote the year in which the student 
entered the school; the next two digits serve as a departmental code that represents the 
primary department the student is associated with; and the last three digits are assigned by 
the associated department (e.g., if there are altogether 100 students in the department, 
then every student of that department gets a unique last three digits ranging from 001 to 
100). Accordingly, the researcher created 500 usernames by permuting and combining 
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two digits representing different years of entering school, two digits denoting departments 
and three digits distinguishing students. Thus a total of 500 email addresses from each 
university were collected. 
Questionnaire Design 
The questionnaire consists of five sections (Appendix C). 
The first section of the questionnaire addresses the students' Internet and BBS use 
behaviors. It asks about the length and frequency of Internet use and BBS use, their 
preference for BBS functions and topic or content categories. The questions in this 
section are all close-ended. 
The second section of the questionnaire focuses on evaluating respondents' 
motivations for using the BBS. The questions in this section are also mostly close-ended. 
However, the respondents can offer opinions in two items that asked for open-ended 
responses. 
The third section of the questionnaire evaluates the gratifications obtained from 
the BBS. Similarly, the respondents were offered mostly close-ended questions and an 
opportunity to respond to a question requiring an open-ended answer. 
The fourth section of the questionnaire was designed to measure media 
dependency. Respondents' answers to the questions that asked whether they consider the 
BBS as their primary information source and communicating channel were used to test 
BBS dependency. 
The final section solicited demographic information. 
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Conceptualization and Operationalization of Variables 
The key variables in this study are users' motivations for BBS use, the 
gratifications they obtain from BBS use, and their media dependency level. 
Motivations for use and Gratifications Obtained 
For the purposes of this study, motivations were used to identify what people 
thought about the BBS before they began using it, and what encourages or goads them to 
use the BBS. Gratifications obtained were measured by the respondents' evaluation of 
what gratifications they actually obtain from the BBS, and the extent to which their needs 
were satisfied by BBS use. 
Previous studies have documented different dimensions of users' motivations and 
gratifications. For example, McQuail (1987) found four important users' motivations: 
information, personal identity, integration and social interaction, and entertainment. 
Ferguson and Perse (2000) classified users' motivations as entertainment, passing time, 
relaxation/escape and social information. In addition, "learning," "socialization," 
"interaction," "personal control," "interpersonal utility," "group support" and 
"anonymity" were all suggested as possible motivations and gratifications that trigger 
Internet use (e.g., James et al., 1995; Lin, 2001; Pavlik, 1996; Papacharissi & Rubin, 2000; 
Korenman & Wyatt, 1996; Choi & Haque, 2002). 
Some of these categorizations or dimensions of motivations for use and 
gratifications derived from use overlap. For instance, the interpersonal utility motivation 
may be similar to the interactivity motivation; the surveillance motivation may imply the 
information motivation as well (Ko, 2002). 
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Therefore, based on past studies and the results of the pre-test, this study indexed 
14 motivations items, which correspond to 14 gratifications obtained items (Table 1). The 
items were collapsed into the following four categories: (1) information/learning, (2) 
social interaction, (3) diversion, and (4) personal control and identity. 
Media Dependency 
The media dependency theory postulates that people rely on the media to attain 
various goals (DeFleur & Ball-Rokeach, 1989). As they do so, they become more 
dependent on the media that meet a number of their needs than on the media that can 
satisfy only a few needs (Littlejohn, 2002). The theory also submits that the availability of 
limited communication channels should result in greater dependency levels among people 
who use the accessible media channels (Sun et al., 1999). 
In this study, media dependency level was evaluated by the respondents' self 
reports of their experience with the BBS as an information and communication tool. To 
account for the influence of users' motivations and gratifications obtained on the 
respondents' media dependency, their BBS use behavior, access to media alternatives and 
demographic characteristics were also determined. 
Data Analysis 
Research Question 1: What gratifications do BBS users seek most? 
To answer this question, data were gathered by asking respondents what motivates 
them to use the BBS. For each motivation item, they were asked the extent to which it 
applies to them on a five-point Likert scale where 1 means "this motivation does not 
apply to me" and 5 means "this motivation applies very strongly to me." 
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Descriptive statistics were used to answer this research questions. 
Research Question 2: What gratifications are obtained most from using the BBS? 
Data for this question were gathered by asking the respondents what gratifications 
they actually obtain from using the BBS, and the extent to which their motivations were 
satisfied. Similarly, the respondents were requested to evaluate each of the 14 
gratifications obtained items on a five-point Likert scale where 1 means "I do not obtain 
this gratification from BBS use" and 5 means "BBS use strongly fulfill this item." 
Again, descriptive statistics were used to answer this research question. 
Research Question 3: Is there a relationship between the motivation for BBS use and 
the corresponding gratification derived from BBS use? 
Each 14 motivations item and 14 gratifications obtained item were calculated by 
adding the values of the item that were reported by the respondents answering Q 11 and 
Q 13 (Appendix C). Then, Pearson correlation tests were used to determine the 
relationship between motivations and gratifications obtained. 
Research Question 4: Are there differences between the motivation for BBS use and 
the corresponding gratification derived from BBS use? 
The difference between the motivations mean and the gratifications mean were 
compared using a paired-samples t-test. 
Hypothesis 1: BBS users' motivations will influence their BBS dependency level. 
That is, the more people are motivated to use BBS, the more they will depend on it 
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Hypothesis 2: The gratifications obtained from BBS use will influence the users' 
BBS dependency level. That is, the more people are satisfied by BBS, the more they 
will depend on it. 
Multiple regression analysis was employed to test whether motivations and/or 
gratifications obtained influence the respondents' dependency on the BBS after 
controlling for the influence of media accessibility, their Internet and BBS exposure and 
behaviors patterns, and their demographic characteristics. 
The respondents' media dependency scores were computed by finding the mean 
of their responses to the questions (1) "Compared to other media channels (e.g., television, 
newspapers, etc.), the BBS is the most important information source you rely on" (Ql5), 
and (2) "Compared to other communication technologies (e.g., telephone, e-mail, chat 
room, etc.), the BBS is the most important channel you rely on for communicating with 
others" (Q16). The responses to these two questions ranged from 1 to 5, where 1 means 
"strongly agree" and 5 means "strongly disagree." 
Media accessibility was examined by asking respondents their assessment of 
whether the Internet is the only medium they can access frequently every day" (Ql7). The 
response items here are "Yes" and "No." 
Internet and BBS use patterns were obtained by asking the student-respondents 
how often they use the BBS (Q4) and how long they spend on their favorite BBS every 
time they use it (Q5). 
The demographic characteristics asked in the fifth part of the questionnaire 
include gender, age, education and place of residence (Beijing, Shanghai, and other). 
After coding, data were entered in and analyzed through the Statistical Package 
for the Social Sciences (SPSS) software. 
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Table 1. Indexes of motivations for BBS use and gratifications obtained from BBS use 
Motivations Index Gratifications obtained Index 
Information/ 
Learning 
To find information The BBS helps me find information 
To exchange information The BBS helps me exchange 
information 
To learn new things The BBS helps me learn new things 
Social 
interaction 
To contact family and friends The BBS helps me contact family 
and friends 
To meet new friends The BBS helps me meet new 
friends 
To participate freely in public The BBS enables me to participate 
discussions freely in public discussions 
Diversion 
For excitement BBS use is exciting 
To relax/reduce pressures The BBS relaxes me and reduces 
my pressures 
For entertainment The BBS offers me entertainment 
To avoid loneliness The BBS relieves loneliness 
To kill time The BBS helps me kill time 
Personal 
control and 
identity To be in control I feel in control of my online 
journey when I use the BBS 
To get respect from others I obtain respect from others in the 
BBS 
To exchange ideas with and The BBS allows me to exchange 





This chapter presents the results of this study. It first describes some general 
findings of the survey, including the samples' demographic characteristics, Internet use 
behavior, and BBS use patterns. Then, it lays out the results of the statistical analyses of 
the data to answer the four major research questions and to test the two hypotheses 
concerning the relationship between media dependency and motivations and gratifications. 
Survey Responses 
The study's questionnaire was uploaded on the website www.oqss.com, which 
offers a system that creates and conducts online survey. An informed consent e-mail with 
instructions and an invitation to participate was sent out to the respondents on March 30, 
2005 (Appendix A). A second e-mail wave was sent out on April 7, 2005 to increase the 
response rate. 
Finally, a total of 336 responses to the online survey were received. Except for 
two, all were answered by Chinese students older than 18. Consequently, a total of 334 
valid questionnaires were returned, producing a response rate of 33.4%. 
The participants were asked to provide comprehensive information, including 
their demographic characteristics, Internet and BBS use and exposure patterns, 
evaluations of their motivations for using the BBS, the gratifications they obtain from the 




Table 2 shows the demographic characteristics of the respondents, including their 
age, gender, education, and place of residence in China. 
A total of 204 male and 130 female Chinese students participated in the survey, 
with the male students accounting for 61.1 % of the entire sample. Most of the 
respondents were between the ages of 21-25, about 55.1 % of the total. In terms of 
education level, 264 were undergraduate students, constituting 79.0% of those who 
returned valid responses. They were followed by master's students who account for 
16.5% of the sample. The respondents either live in Beijing (150) or Shanghai (174); only 
three percent live in other cities. 
Internet Use 
Respondents were asked to answer how many years they have used the Internet 
and how long they use the Internet in a typical day (Table 3). 
In general, most respondents fall into two groups with regard to Internet 
experience: 136 respondents reported having used the Internet for five to six years; 122 
have used the Internet for three to four years. These two groups accounted for 77.2% of 
the whole sample (Table 3). 
In terms of intensity of use, most respondents (97 or 29%) reported they use the 
Internet for an hour or more but less than two hours per day. Sixty-one respondents 
(18.3%) reportedly go online for thirty minutes or more but less than one hour per day; 
and 58 students ( 17.4%) use the Internet for two hours or more but less than three hours 
in a typical day (Table 3). 
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Table 3. Internet use (N = 334) 
Response Response 
Frequency Percentage 
Number of years using the Internet 
Less than 1 year 6 1.8 
1 - 2 years 26 7.8 
3 - 4 years 122 36.5 
5 - 6 years 136 40.7 
7 - 8 years 33 9.9 
More than 8 years 11 3.3 
Frequency of Internet use in a typical day 
Less than 30 minutes 27 8.1 
30 minutes - 1 hour 61 18.3 
1 hour - 2 hours 97 29.0 
2 hours - 3 hours 58 17.4 
More than 3 hours 91 27.2 
BBS Use 
A total of 147 students reported they have used the BBS for one to two years, 
constituting 44% of all the respondents. The respondents who are three to four-year users 
constitute nearly 35.3% of the whole sample (Table 4). 
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Most respondents reported they are heavy BBS users. Specifically, 148 
respondents (44.3%) said they use the BBS every day, and 141 respondents (42.2%) use 
the BBS a few times per week (Table 4). 
Each time they visit their favorite BBS station, the majority (128 respondents) 
reported they spend one hour or more but less than two hours on it. A little less than that, 
113 respondents, said they spend 30 minutes or more but less than an hour on their 
favorite BBS station each time they visit it. These two groups together comprise a large 
percentage of all the respondents (72.1 % ). Only 8.1 % of the respondents spend more than 
three hours on each BBS visit (Table 4). 
The students generally visit a BBS station at home. Indeed, 226 of them (67.7%) 
chose "home or apartment" as the most common place where they access the BBS (Table 
4). 
Respondents were also asked for what purpose they often use the BBS. Reading or 
posting messages is the most frequent answer, with 76.3% of the respondents identifying 
this function. A little less than half of the respondents ( 49 .1 % ) say they often use the BBS 
for its Instant Messaging function. A little less than that, 43.1 % of the respondents, often 
download or upload files in the BBS, and 22.8% often take advantage of the BBS' e-mail 
service (Table 5). 
Social affairs, political events and entertainment news are the most popular topics 
they find in the BBS. The majority of the respondents (58.1 % ) indicate they are most 
interested in social affairs. Close to half of them (47.9%) enjoy entertainment topics. 
Political events attract 40.7% of the respondents. In addition, 28.4% are most interested in 
science and arts topics, and 22.5% favored sports topics (Table 5). 
Respondents were also asked how frequently they post messages on the BBS. A 
little less than half of them (49.1 %) reported they sometimes participate in BBS 
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discussions. A third (33.5%) said they often do so. A few respondents (8.4%) seldom post 
messages in the BBS, while 6% do so quite often. Only 3% of the respondents reported 
they never participate in any discussion on the BBS (Table 6). 
The student-respondents were also asked to specify what would trigger them to 
participate in BBS discussions. Most of the respondents (75.7%) said they often post their 
opinions when they are very interested in a topic. Another 44% of the respondents said 
they participate in discussions on the BBS when they agree with someone's opinion on 
the topic or response post(s). A little less than a third of the respondents (32.3%) were 
likely to express disagreement with certain opinions they find on the BBS (Table 7). 
A topic which is very heatedly discussed in the BBS is likely to trigger responses 
from 13.8% of the respondents. A small majority (2.1 %) say they are interested in some 
topics that receive little attention in the BBS and are likely to voice their opinion about 
them. Another 3.6% of the respondents indicated a desire to speak freely in the BBS no 
matter what condition, and 3.9% of the respondents said they like to speak under other 
conditions not mentioned above (Table 7). 
Table 4. Where the BBS is accessed, Years of experience with the BBS, frequency of 
BBS use, and average time spent on the BBS (N = 334) 
Response Response 
Frequency Percentage 
Where the BBS is accessed 
University lab or library 66 19.8 
Home or apartment 226 67.7 
Cyberbar 38 11.4 
Other 4 1.2 
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Table 4. (continued) 
Response Response 
Frequency Percentage 
Years of experience with the BBS 
Less than 1 year 35 10.5 
1 - 2 years 147 44.0 
3 - 4 years 118 35.3 
5 - 6 years 28 8.4 
7 - 8 years 4 1.2 
More than 8 years 2 .6 
Frequency of using the BBS 
Daily 148 44.3 
A few times per week 141 42.2 
Weekly 20 6.0 
A few times per month 12 3.6 
Monthly 5 1.5 
Less than once a month 8 2.4 
Average time spent on a favorite BBS each visit 
Less than 30 minutes 31 9.3 
30 minutes or more but less than 1 hour 113 33.8 
1 hour or more but less than 2 hours 128 38.3 
2 hours or more but less than 3 hours 35 10.5 
More than 3 hours 27 8.1 
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Table 5. Often used functions and popular topics in the BBS (N = 334) 
Often used function of the BBS 
Reading or posting messages 
























Table 6. Frequency of participating in BBS discussions (N = 334) 
Response 
Frequency 


























Table 7. Reasons for participating in BBS discussions (N = 334) 
You participate in BBS discussions when 
You are very interested in a topic. 
You agree with opinions in the topic post 
or response post(s). 
You disagree with opm10ns in the topic 
post or response post(s). 
There is a very heated discussion about a 
topic. 
A topic receives little attention. 




















Answering the Research Questions and Testing the Hypotheses 
Research Question 1: What gratifications do BBS users seek most? 
Table 8 shows the descriptive statistics for the respondents' motivations for using 
the BBS. The results show that the leading motivation for using the BBS falls under 
"information/learning," followed by "social interaction" and "diversion," which are all 
major dimensions of motivations as identified by previous scholars (i.e., Rafaeli, 1986; 
Lin, 1996). "Personal control and identity" is the least common motivation cited for using 
the BBS. 
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Specifically, respondents were more likely to visit a BBS station in order to (1) 
find information, (2) exchange information, (3) learn new things, and (4) participate 
freely in public discussions. In addition, "entertainment" and the desire to "provide ideas 
and get support from others" are also important gratifications sought by BBS users. "I 
need respect from others" and "excitement" are the least common motivations for BBS 
use among the respondents (Table 9). 
Research Question 2: What gratifications are obtained most from using the BBS? 
Table 10 presents the descriptive statistics about the gratifications reportedly 
derived from using the BBS. The results are similar to the reported motivations for BBS 
use. Respondents (N=334) said the leading major dimension of gratifications they obtain 
from the BBS is "information/learning" and the least cited is "personal control and 
identity." However, respondents are more gratified with the "diversion" function than 
with the "social interaction" dimension of BBS use. 
Specifically, respondents were most satisfied with the following BBS functions: 
(1) finding information, (2) exchanging information, (3) learning new things, and (4) 
participating freely in public discussions. Respondents also said their desire for 
"entertainment" and "to relax/reduce pressures" were gratified by BBS use, although 
"providing ideas and getting support from others" is another important gratification as 
well. Respondents reported that the BBS hardly gratify them in terms of "contacting 
family or friends" (Table 11). 
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Table 8. Rank order of mean scores on the four major motivation dimensions for BBS use 
(N = 334) 
Rank Motivations Mean SD 
1 Information/Leaming 3.6218 .81259 
2 Social interaction 2.6826 .88912 
3 Diversion 2.6671 .91556 
4 Personal control and identity 2.5838 .96940 
Table 9. Rank order of mean scores for each motivation item for BBS use (N = 334) 
Rank Motivations Mean SD 
1 To find information 4.08 1.025 
2 To exchange information 3.45 1.097 
3 To learn new things 3.34 1.154 
4 To participate freely in public discussions 3.10 1.290 
5 For entertainment 3.07 1.277 
6 To exchange ideas with and get support from others 2.99 1.280 
7 To relax/reduce pressures 2.81 1.237 
8 To avoid loneliness 2.66 1.256 
9 To kill time 2.57 1.273 
10 To meet new friends 2.49 1.162 
11 To contact family and friends 2.46 1.166 
12 To be in control 2.39 1.256 
13 To get respect from others 2.37 1.203 
14 For excitement 2.23 1.157 
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Table 10. Rank order of mean scores for the four major gratification dimensions from 
BBS use (N = 334) 
Rank Gratifications Mean SD 
1 Information/Learning 3.6198 .82592 
2 Diversion 2.9353 .84506 
3 Social interaction 2.8154 .88749 
4 Personal control and identity 2.6926 .93926 
Table 11. Rank order of mean scores of gratifications obtained from BBS use (N = 334) 
Rank Gratifications Mean SD 
1 The BBS helps me find information 3.96 .987 
2 The BBS helps me exchange information 3.54 1.064 
3 The BBS helps me learn new things 3.37 1.170 
4 The BBS enables me to participate freely in public 3.31 1.233 
discussions 
5 The BBS offers me entertainment 3.27 1.111 
6 The BBS relaxes me and reduces my pressures 3.07 1.152 
7 The BBS allows me to exchange ideas with and get 3.00 1.228 
support from others 
8 BBS use is exciting 2.80 1.140 
9 The BBS helps me kill time 2.78 1.163 
10 The BBS relieves loneliness 2.75 1.194 
11 The BBS helps me meet new friends 2.65 1.208 
12 I obtain respect from others in the BBS 2.54 1.124 
13 I feel in control of my online journey when I use the BBS 2.54 1.182 
14 The BBS helps me contact family and friends 2.48 1.197 
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Research Question 3: Is there a relationship between the motivation for BBS use and 
the corresponding gratification derived from BBS use? 
Table 12 presents the Pearson correlation results testing the relationship between 
motivations for BBS use and gratifications derived from BBS use. The users' motivations 
and the corresponding gratifications were all positively and significantly correlated with 
each other. All correlations were significant at the .000 level. 
A strong positive relationship was found between the users' motivations for using 
the BBS and the corresponding gratifications they obtain from the BBS. The results 
indicate that as each motivation level rises, its. corresponding gratification level also 
increases. Similarly, as gratification level rises, the motivation level also increases with 
continuous BBS use. 
Indeed, the three most highly correlated motivations and gratifications were 
"contacting family and friends" (r = .66, p = .000), "meeting new friends" (r = .60, p 
= .000), and "getting away from loneliness" (r = .61, p = .000). 
Research Question 4: Are there differences between the motivation for BBS use and 
the corresponding gratification derived from BBS use? 
To determine the difference between users' motivations for using the BBS and the 
corresponding gratifications obtained from its use, each motivation-gratification pair was 
compared using a paired or repeated measures t-test on means. As Table 13 shows, seven 
out of the 14 paired items showed very strong significant differences (p < .01 level); and 
two out of the 14 pairs had significant (p < .05 level) motivations - gratifications 
differences. 
Of the 14 items, only "finding information" has a greater gratification mean score 
than motivations mean score. For the other items, the motivation mean scores are all less 
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than their paired gratifications mean scores. The results suggest that when looking for 
information, the respondents tended to obtain higher gratifications from the BBS than 
they do before using the BBS. In contrast, respondents feel less satisfied with the 
gratifications they seek in the BBS than what motivated them to use the BBS in the first 
place in all other cases. 
Hypothesis 1: BBS users' motivations will influence their BBS dependency level. 
That is, the more people are motivated to use BBS, the more they will depend on it. 
Multiple regression analysis was used to determine whether the respondents' 
motivations for using the BBS influence their dependency on the BBS, after controlling 
for the influence of accessibility to media alternatives, length and frequency of BBS use, 
and demographics. As shown in Table 14, users' motivations for using the BBS are very 
highly significant predictors of level of dependency on the BBS (p = .000, B = .317). The 
significant t-values indicate a positive and statistically significant relationship between 
the respondents' BBS dependency level and their motivations for BBS use. That is, the 
more the respondents are motivated to use the BB~, the more dependent they are on the 
BBS. Thus, Hl is supported. 
As shown in Table 14, frequency of BBS use can also significantly and positively 
predict BBS dependency level (p = .000, B = .229). The results suggest that the more 
often the respondents use the BBS, the more dependent they are on the BBS. 
According to the results of Table 14, there is a significant but negative 
relationship between media accessibility and the respondents' BBS dependency level (p 
< .05, B = -.111 ). That is, the more other media alternatives respondents can access, the 
less dependent they are on the BBS. 
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Table 14 shows no significant influence of length of BBS use and demographic 
characteristics on BBS dependency. 
Table 12. Pearson correlation test between motivations for BBS use and gratifications 
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Being in control 
Getting respect from others 
Exchanging ideas with and getting support from 
others 
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Table 13. Paired samples t-test results comparing motivations and gratifications (N = 334) 
Items Motivations Gratifications t df Sig.(2-
Means Means tailed) 
Finding information 4.08 3.96 2.254 333 .025 
Exchanging information 3.45 3.54 -1.518 333 .130 
Leaming new things 3.34 3.37 -.468 333 .640 
Contacting family/friends 3.10 3.31 -.447 333 .655 
Meeting new friends 3.07 3.27 -2.791 333 .006 
Participating freely in 2.99 3.07 -3.411 333 .001 
public discussions 
Excitement 2.81 3.00 -7.989 333 .000 
Relaxing/reducing 2.66 2.80 -4.076 333 .000 
pressures 
Entertainment 2.57 2.78 -2.808 333 .005 
Relieving 2.49 2.75 -1.608 333 .109 
loneliness 
Killing time 2.46 2.65 -3.548 333 .000 
Being in control 2.39 2.54 -2.338 333 .020 
Getting respect from 2.37 2.54 -2.800 333 .005 
others 
Exchanging ideas with 2.23 2.48 -.094 333 .925 
and getting support from 
others 
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Table 14. Multiple regression analysis showing the influence of motivations for BBS use 
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Hypothesis 2: The gratifications obtained from BBS use will influence BBS 
dependency level. That is, the more people are satisfied by BBS, the more they will 
depend on it. 
Multiple regression analysis was used to determine whether the gratifications 
respondents obtain from BBS use influence their dependency on the BBS, after 
controlling for the influence of accessibility to media alternatives, length and frequency 
of BBS use, and demographics. Similar to the motivations for BBS use, Table 15 shows 
that the gratifications obtained from the BBS also play very important roles in 
determining BBS dependency level (p = .000, 6 = .318). The results suggest that the more 
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the respondents are satisfied with using the BBS, the more dependent they are on the 
BBS. Thus, H2 is supported as well. 
Frequency of BBS use turns out to be a significant and positive predictor of BBS 
dependency again in Table 15 (p = .000, B = .208). Compared with the results on Table 14, 
however, Table 15 shows that this time, media accessibility has no significant influence 
on BBS dependency. It suggests that its role as a predictor of BBS dependency is 
probably screened off by gratifications obtained. 
According to the results, education is also a significant predictor of BBS 
qependency, though the relationship between them is negative (p < .05, B = -.109). That is, 
the higher education level the respondents have, the less dependent they are on the BBS. 
The results also did not show a significant influence of length of BBS use and 
other demographic characteristics (gender, age and residence) on BBS dependency. 
In summary, the only significant predictors of BBS dependency are gratifications, 
motivations, and frequency of BBS use. The roles of media accessibility and education as 
predictor of BBS dependency are not clear. For example, media accessibility did not 
significantly influence BBS dependency if gratifications alone were included as a 
predictor variable, while education contributed significantly to BBS dependency without 
the influence of motivations. The results indicate that motivations and gratifications are 
two discrete and separate variables. 
The other variables in the list of potential antecedents (length of BBS use, gender, 
age, and place of residence) have no significant influence on BBS dependency. 
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Table 15. Multiple regression analysis showing the influence of gratifications obtained 
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This study applied the uses and gratification theory to examine how Chinese 
university students use the BBS, their motivations for using it and the gratifications they 
obtain from using the BBS. In summary, the study yields the following results: 
First, the study found that "information/learning" is a leading motivation 
dimension for using the BBS as well as an important gratification that Chinese students 
obtain from using the BBS. This finding is in line with that of Maddox (1998) and Lin 
(2001) whose results show that information seeking is the most important reason for 
using the Internet. In general, it also supports the findings of James et al. (1995) that 
learning is one of the most important motivations for electronic bulletin board use. 
Specifically, "finding information" topped the Chinese university students' list of 
motivations for using the BBS and the roster of gratifications reportedly or obtained from 
using the BBS. This major dimension was followed by "exchanging information" and 
"learning new things." These findings suggest that BBS use among Chinese young people 
is mainly instrumental. 
In previous uses and gratifications studies examining audience use of traditional 
media, scholars have emphasized entertainment goals as a major reason for media use. 
For example, Rafaeli (1986) found that the primary motivations of bulletin board users 
are recreation, entertainment, and diversion, followed by learning what others think and 
communicating with people who matter in a community. Schlinger (1979) and 
Yankelovich (1995) both ranked entertainment as leading motivations and gratifications 
dimensions. However, this study shows that diversion is less important to Chinese 
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university students when it comes to BBS use. Specifically, diversion is ranked only 
second in their gratifications obtained list and third in their motivations list with respect to 
BBS use. 
"Social interaction" was another important motivation dimension for Chinese 
university students' choice of the BBS as a communication medium. According to 
Eighmey and McCord (1998), new uses and gratifications dimensions are related to the 
interactive potential of the Internet. Lin (2002) suggests that interaction is one of the 
strongest predictors of online media service access. Others have identified the salience of 
interaction as a dimension that triggers Internet use (Donohew et al., 1987; Kuehn, 1994; 
Schumann & Thorson, 1999; Ko, 2002). The findings of this study concur with these 
previous results. Indeed, "social interaction" is the second highest reported motivation for 
BBS use by Chinese university students. 
Second, the motivations for using the BBS and the corresponding gratifications 
obtained from accessing the BBS were found to be strongly and positively correlated. 
That is, when each motivation level rises, its corresponding gratification level also 
increases. Increasing gratifications levels also enhance users' motivations to use the BBS. 
However, there is still a difference between each motivation and its counterpart 
gratification, suggesting that Chinese university students do not always obtain the 
gratifications they seek from the BBS. The results are consistent with the findings of 
Palmgreen et al. (1980) and Wenner (1982) that the gratifications audiences seek are not 
always the same as the gratifications they obtain. Indeed, in all but one aspect, students 
indicated lower gratifications obtained levels than motivation levels. The only exception 
is when they want to find information in the BBS. 
The third finding is related to media dependency. In a study of audience 
dependence on the TV program "60 Minutes," Wenner (1982) reported that levels of 
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motivations for viewing and the gratifications obtained from viewing had significant 
explanatory power over viewing dependency. Similar results were reported by others (i.e., 
Rubin & Windahl, 1982; Littlejohn, 2002; Wei & Tootle, 2002). This study provides 
evidence to support such findings. It found that Chinese university students' motivations 
and their gratifications have significant and positive relationships with their dependency 
level on the BBS. That is, the more they were motivated to use the BBS or the more they 
perceived themselves as obtaining gratifications from BBS use, the more they were 
dependent on the BBS. 
Fourth, the study found that frequency of BBS use is a strong predictor of 
dependency on the BBS. Studying reality TV viewing, Wei and Tootle (2002) found a 
pattern between audiences' dependency level on reality shows and their viewing behavior. 
That is, the more frequently respondents watched TV in a week, and the more reality TV 
shows they viewed and, and consequently, the more dependent they were on reality TV. 
The results of this study show a similar relationship. Indeed, the study found that Chinese 
university students' frequency of BBS use is a strong predictor of their dependency on the 
BBS. 
Finally, demographic characteristics, except for education, were found not 
significant in explaining users' dependency on the BBS in the study. Similar findings 
were obtained in Lowrey's (2003) study on traditional media and Her's (2000) research 
on international students' use of online resources. 
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Implications 
The findings of this study have theoretical and practical implications, taking into 
account the similarities and differences of the BBS with other media, as well as general 
BBS use and its application in China. 
First, the results of this study suggest that the uses and gratifications approach has 
high theoretical utility in explaining why people use the BBS. It is also highly suitable for 
future research about the new media's effects both on interpersonal relationships and on 
social life. 
Uses and gratifications is one of the most useful theories to explore media use. 
The development of the Internet gives prominence to this perspective as a logical model 
for examining the elements influencing people's BBS use and how its use affects social 
behavior (Angleman, 2000). The findings of the study to a great extent support the tenets 
of uses and gratifications theory. It also parallels the findings of previous uses and 
gratifications researchers. Indeed, the study found that BBS use has some characteristics 
similar to the use of other media. 
Second, the study also suggests that as a component of the Internet, the BBS has 
specific attributes that can motivate and satisfy "non-traditional" communication needs. 
For instance, many respondents agreed that they use the BBS to "read or post messages" 
and for "instant messaging;" moreover, "interaction" turns out to be an important 
motivation for BBS use. Thus it can be seen that in addition to serving as a mass medium, 
the BBS also functions as an important interpersonal communication tool. According to 
Lin (2002), media technologies rarely become extinct, except in cases of revolutionary 
technical change. Instead, they typically endure by improving or updating their content 
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offerings or delivery modes. From this point of view, the BBS can thus be perceived as a 
supplement to, but not a substitute for, traditional media. 
Many Chinese students indicated that they use the BBS to "participate freely in 
public discussions." This function is also an important gratification they obtain from 
using the BBS. This finding tends support to the contention that the BBS, to some extent, 
offers opportunities for free expression in China (CASS, 2003). It implies that democratic 
discourse can be enhanced through the BBS. 
Finally, the study found that the respondents' high expectations for BBS use were 
not matched by the level of gratifications they get from BBS use. It suggests that there is 
still need to improve the services the BBS provides. 
Limitations of the Study 
The results of the study have limited generalizability because sampling was 
limited to only two major universities in China's premier cities, Beijing and Shanghai. 
Although students in these universities come from all parts of the country, their 
evaluations may not truly represent the experience and views of students all over China 
and may mask regional differnces in assessments of motivations and gratifications as well 
as BBS exposure patterns. Furthermore, the procedures used to obtain the email addresses 
of the sample cannot guarantee complete randomness. Therefore, generalizations beyond 
the survey respondents should be made with caution. 
Due to the dynamic and asynchronous nature of the web, the various dimensions 
of experience in mediated communication are difficult to isolate and study (Finneran & 
Zhang, 2005). Because it is hard to keep track of exposure patterns through observation, 
the alternative is to collect data through self-reports. Self-reports, however, are based on 
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personal memory which can be problematic (Nagel et al., 2004). As such, the respondents 
might inaccurately recall how they behave in BBS use and distortion might occur in the 
study. 
In addition, the motivations and gratifications items used in the study were 
derived from past studies on uses and gratifications. However, the BBS may have 
produced new dimensions of motivations and gratifications other than those used in the 
study because of its unique attributes. 
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My name is Y ouling Liu and I am a graduate student in the Greenlee School of 
Journalism and Communication at Iowa State University. I am conducting a study on 
BBS users in China to determine what motivates people to use the BBS. The results of 
this study will provide valuable information about how to develop better BBS stations 
and other pertinent Internet services beneficial to Chinese users. 
This research has been approved by the Institutional Research Board (IRB) of 
Iowa State University. The study questionnaire is on the website (http://www.oqss.com). 
If you are 18 years old or older, I cordially invite you to participate in this study. It will 
take you about 15-20 minutes to complete the questionnaire. Your participation is 
voluntary and your responses will be kept confidential. You may skip any question you 
do not wish to answer or that makes you feel uncomfortable. However, for the data to be 
useful, please answer as many questions as you can. 
In return for your help, you will be given three chances to win 150RMB, the 
drawing for which will be held on April 15th, 2005. I will contact you directly via e-mail 
if you win the prize. Then you can submit your name and postal address to me and I will 
send the prize by Western Union. 
Please submit the survey before April 15, 2005. If you have any questions about 
this project, please contact me at veraliu@iastae.edu. You can also contact my major 
professor, Dr. Daniela Dimitrova, at danielad@iastate.edu, or the Iowa State IRB at 1-
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Greenlee School of Journalism and Communication 
Iowa State University 
Email: veraliu@iastate.edu 
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APPENDIX B. IRB APPROVAL LETTER 
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APPENDIX C. QUESTIONNAIRE 
Please read each question carefully and respond to them as accurately as you can. 
Section I. 
1. How long have you used the Internet? 
1) Less than 1 year 
2) 1 - 2 years 
3) 3 - 4 years 
4) 5 - 6 years 
5) 7 - 8 years 
6) More than 8 years 
2. How long do you use the Internet in a typical day? 
1) Less than 30 minutes 
2) 30 minutes or more but less than 1 hour 
3) 1 hour or more but less than 2 hours 
4) 2 hours or more but less than 3 hours 
5) More than 3 hours 
3. How long have you used the BBS? 
1) Less than 1 year 
2) 1 - 2 years 
3) 3 - 4 years 
4) 5 - 6 years 
5) 7 - 8 years 
6) More than 8 years 
4. How often do you use the BBS? 
1). Daily 
2). A few times per week 
3). Weekly 
4). A few times per month 
5). Monthly 
6). Less than once a month 
5. On average, how long do you spend on your favorite BBS every time you use it? 
1) Less than 30 minutes 
2) 30 minutes or more but less than 1 hour 
3) 1 hour or more but less than 2 hours 
4) 2 hours or more but less than 3 hours 
5) More than 3 hours 
6. Where do you usually access the BBS? 
1). University lab or library 
2). Home or apartment 
3). Cyber bar 
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4). Other (please specify) ________ _ 
7. What functions of the BBS do you often use? (Please circle all that applies.) 
1 ). Reading or posting message 
2). Downloading or uploading files 
3). Instant messaging 
4). Checking e-mails 
5). Other (please specify) _________ _ 
8. In the BBS, which topic groups are you interested in most? (Please circle all that 
applies.) 
1 ). Political events 
2). Social affairs 
3). Entertainment 
4). Sports 
5). Science and arts 
6). Other (please specify) _________ _ 
9. How often do you participate in BBS discussions? 





10. You participate in BBS discussions when ______ (Please circle all that 
applies.) 
1 ). You are very interested in a topic. 
2). You agree with opinions in the topic post or response post(s). 
3). You disagree with opinions in the topic post or response post(s). 
4). There is a very heated discussion about a topic. 
5). A topic receives little attention. 
6). You participate no matter what condition. 
7). Other (please specify) _________ _ 
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Section II. 
11. What motivates you to use the BBS? The following are reasons why people use the 
BBS. On a scale of 1 to 5 where 1 means "not a motivation at all" and 5 means "a very 
strong motivation," to what extent do the following reasons apply to you? 
5 = A very strong motivation for me 
4 = A somewhat strong motivation for me 
3 =Neutral 
2 =Not a strong motivation for me 
1 =Not a motivation for me 
1 ). To find information. 
5 4 3 2 1 
2). To exchange information. 
5 4 3 2 1 
3). To learn new things. 
5 4 3 2 1 
4). To contact family and friends. 
5 4 3 2 1 
5). To meet new friends. 
5 4 3 2 1 
6). To participate in public discussions. 
5 4 3 2 1 
7). For excitement. 
5 4 3 2 1 
8). To relax/reduce pressures. 
5 4 3 2 1 
9). For entertainment. 
5 4 3 2 1 
10). To relieve loneliness. 
5 4 3 2 1 
11). To kill time. 
5 4 3 2 1 
12). To be in control. 
5 4 3 2 1 
13). To earn the respect of others. 
5 4 3 2 1 
14). To exchange ideas with and get support from others. 
5 4 3 2 1 
12. 1). What is your favorite BBS station? _________ _ 
2). What do you usually do in this BBS station? ___________ _ 
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Section III. 
13. What gratifications do you obtain from using the BBS? The following are 
gratifications people get from using the BBS. To what extent are the following 
gratifications satisfied by your using the BBS on a scale of 1 to 5 where 1 means "not 
a gratification I obtain" and 5 means "I am very satisfied." 
5 =I'm satisfied 
4 =I'm somewhat satisfied 
3 =Neutral 
2 =I'm not very satisfied 
1 = This is not a gratification I obtain from using the BBS 
1). The BBS helps me find information. 
5 4 3 2 1 
2). The BBS helps me exchange information. 
5 4 3 2 1 
3). The BBS helps me learn new things. 
5 4 3 2 1 
4). The BBS helps me contact my family/friends. 
5 4 3 2 1 
5). The BBS helps me meet new friends. 
5 4 3 2 1 
6). The BBS enables me participate in public discussions. 
5 4 3 2 1 
7). BBS using is exciting. 
5 4 3 2 1 
8). The BBS relaxes me and reduces my pressures. 
5 4 3 2 1 
9). The BBS brings me entertainment. 
5 4 3 2 1 
10). The BBS relieves my loneliness. 
5 4 3 2 1 
11). The BBS helps me to kill time. 
5 4 3 2 1 
12). I feel in control of my online journey when I use the BBS. 
5 4 3 2 1 
13). I obtain respect from others in the BBS. 
5 4 3 2 1 
14). The BBS allows me to exchange ideas with and get support from others. 
5 4 3 2 1 
14. Are there other gratifications you do not obtain from the BBS? Please specify. 
58 
Section IV. 
Please indicate the extent to which you agree with the following statements: 
15. Compared to other media channels (e.g, television, newspapers), the BBS is the most 
important information source you rely on. 




5). Strongly disagree 
16. Compared to other communication technologies (e.g, telephone, E-mail, chat room), 
the BBS is the most important channel you rely on for communicating with others. 




5). Strongly disagree 
17. The Internet is the only medium you can access frequently everyday. 
1). Yes 
2). No 
18. You feel yourself dependent or addicted to the BBS. 




5). Strongly disagree 
Section V. 
19. What is your gender? 
1). Male 
2). Female 




4). 31 or older 
59 
21. Your academic classification is ___ _ 
1). An undergraduate student 
2). A Master's student 
3). A Ph. D. student 
5). Other (please specify) ________ _ 
22. Where do you live? 
1). Beijing 
2). Shanghai 
3). Other (please specify) _________ _ 
23. Your e-mail address (It will be used in the drawing for 150RMB.) _____ _ 
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